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23	 Gender	 Female	 Male	 Other	 	 	 	
	 	 61.2%	 37.9%	 0.3%	 	 	 	
24	 Age	range	 18 - 24 25 - 34 35 - 44 45 - 54 55 - 64 65 - 74 75 + 



























































































































	 Yes	 No	 	











7a	 Museums	and	art	galleries	should	add	to	a	community’s	wellbeing	 0.5%	 1.2%	 9.9%	 33.1%	 54.9%	
7b	 Museums	and	art	galleries	should	be	a	place	to	see	local	history	and	culture	 0.1%	 0.8%	 4.7%	 28.6%	 65.8%	





















	 Not	at	all	 	 Neutral	 	 Very	much	
8	 To	escape	the	hustle	and	bustle	of	my	daily	
activities	 20.8%	 16.7%	 26.4%	 22.6%	 12.5%	
9	 To	have	a	stimulating	cultural	experience	 1.3%	 2.5%	 15.9%	 41.5%	 38.5%	
10	 To	invigorate	my	own	creativity	 4.6%	 13.1%	 26.8%	 30.3%	 24.4%	
11	 To	relax	and	relieve	stress	 7.5%	 11.4%	 27.7%	 33.9%	 19.1%	






















	 Not	at	all	 	 Neutral	 	 Very	much	
13	 To	learn	more	about	art,	history	or	science	 0.9%	 2.3%	 11.8%	 36.4%	 48.4%	
14	 To	discover	things	I	do	not	know	 1.0%	 2.5%	 10.7%	 36.0%	 49.9%	
15	 To	expand	my	interests	in	a	particular	area	 2.6%	 9.2%	 24.9%	 33.3%	 29.6%	
16	 To	seek	personal	fulfillment	from	learning	 2.9%	 8.2%	 24.9%	 33.9%	 29.6%	




















	 Not	at	all	 	 Neutral	 	 Very	much	
18	 To	spend	quality	time	with	my	family	or	children	 15.3%	 11%	 17.3%	 25.1%	 30.6%	
19	 To	socialise	with	my	friends	and/or	relatives	 19.1%	 16.1%	 24%	 23.3%	 16.7%	
20	 To	show	QVMAG	to	visiting	family	and/or	friends	 34%	 9.9%	 16.9%	 19.3%	 18.1%	
21	 To	share	my	interests	with	my	friends	and/or	
relatives	 14.2%	 12.7%	 24.9%	 28.3%	 19%	
22	 To	discuss	the	exhibitions	with	others	 10.7%	 14.8%	 26.4%	 29.7%	 17.8%	
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The	motivation	factors	incorporated	in	Questions	18	to	22	related	to	the	social	aspects	of	museum	
visitation.	However,	it	should	be	noted	that	our	survey	did	not	specifically	address	the	issue	of	
‘group	size’,	where	respondents	are	asked	if	they	visited	alone,	as	a	couple,	or	in	a	group.	Such	
questions	are	regularly	seen	in	visitor	surveys,	and	can	be	a	useful	source	of	data.	Our	survey	
concentrated	on	the	‘why’	of	visitation.	
Perhaps	the	most	interesting	point	to	be	raised	by	the	data	was	the	lack	of	a	significant	relationship	
between	social	and	family	interactions	and	motivations	to	visit.	Socialising	with	friends	and	relatives,	
and	‘showing’	QVMAG	to	visiting	friends	and	relatives	was	not	seen	as	important.	The	factor	‘To	
share	my	interests	with	my	friends	and/or	relatives’	was	more	important	at	47.3%.	We	feel	that	this	
could	relate	to	the	‘learning’	group	of	factors	above,	where	the	individual	is	seeking	to	share	their	
education	experience.	
More	significantly,	the	factor	‘To	spend	quality	time	with	my	family	or	children’	had	55.7%	of	
respondents	saying	it	was	an	important	motivator	for	visitation.	Again,	there	are	potential	links	to	
the	education	role	of	the	museums,	as	well	as	the	concept	of	a	‘cultural	experience’	being	
important.	Certainly,	the	idea	that	a	visit	to	a	museum	is	considered	as	‘quality	time’	with	family	is	
an	important	consideration	for	museum	management.	
	
	
	
	
	
	
	
	
	
	
		QVMAG’s	art	gallery	site	(Image	courtesy	of	QVMAG)	
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Discussion	
	
Section	A	
Overall,	the	utility	of	Section	A	was	to	gauge	the	level	of	interest	of	the	respondents	in	the	arts	and	
cultural	sectors.	As	has	been	shown,	this	was	high,	as	would	be	expected.	It	night	be	postulated	that	
surveying	non-visitors	would	be	more	useful	for	these	questions.	
However,	our	overall	aim	for	this	research	is	to	shed	some	light	on	what	motivates	visitors	to	visit,	
and	consequently	our	research,	by	design	and	necessity,	focused	on	those	persons	on-site,	already	
‘visiting’.	Even	so,	this	initial	section	raises	some	interesting	issues,	and	subsequent	questions:	
• Visitors	are	still	predominately	those	already	engaged	in	cultural	matters:	
o How	can	museums,	and	the	wider	cultural	sector,	attract	those	not	engaged,	the	
non-visitor?	
• A	high	level	of	interest	in	the	worth	of	museums	and	culture	generally	does	not	mean	that	
visitors	actively	seek	information:		
o Would	it	be	more	effective	if	museums	placed	their	messages	‘in	the	face’	of	
potential	visitors	rather	than	passively	offering	it	for	consumption?	
• The	potential	role	museums	can	play	in	community	well-being	is	undervalued	by	visitors:	
o How	can	museums	(and	government)	more	actively	communicate	the	potential	well	
being	role	of	museums	and	other	cultural	attractions?	
	
Section	B	
The	concept	of	‘motivation’	is	core	to	the	study	of	consumer	behaviour.	As	has	been	noted	by	
Quester	et	al	(2014),	“Consumers	do	not	buy	products.	Instead,	they	buy	motive	satisfaction	or	
problem	solutions”	(p.	307).	With	this	in	mind	it	is	clear	how	an	understanding	of	why	visitors	come	
to	museums	can	inform	a	museum’s	marketing	and	management	strategies.	Motivations	drive	
behaviour,	and	knowing	what	the	triggers	are	can	help	museums	design	an	offering	that	meets	the	
needs	of	different	consumer	segments.	However,	it	is	as	well	to	remember	that	museums	cannot	
easily	provide	a	customer	driven	experience,	when	for	the	most	part	they	possess	a	given	set	of	
attributes—i.e.,	their	collection,	facilities	and	buildings—that	they	then	essentially	need	to	find	an	
audience	for	(Lehman,	Wickham	and	Fillis,	2014).		
Importantly	though,	understanding	motivation	will	assist	museums	to	‘design’	the	messages	they	
use	to	communicate	to	consumers	about	their	collections,	facilities	and	other	aspects	of	their	
product	offering.	This	means	that	when	it	is	apparent	that	museum	visitors	consider	spending	‘a	
quiet	time	in	a	pleasant	environment’	an	important	motivator	to	visit,	as	it	has	with	this	study,	those	
aspects	of	the	overall	museum	atmosphere	that	might	make	up	a	‘pleasant	environment’	should	be	
a	part	of	marketing	messages.	Similarly,	knowing	that	80%	of	respondents	considered	a	‘stimulating	
cultural	experience’	as	an	important	reason	to	visit	indicates	that	the	‘core	business’	of	the	
museum—e.g.,	preserving	and	conserving	cultural	and	natural	artifacts—	is	still	viewed	as	significant	
by	the	general	public.		
Indeed,	another	traditional	role	for	museums	and	art	galleries,	education	and	learning,	was	also	
seen	by	the	respondents	to	this	survey	as	valuable.	Nearly	85%	stated	that	learning	more	about	art,		
	 	
—		11		—	
history	or	science	was	an	important	motivator	for	visiting	museums.	Visitors	appear,	then,	to	be	
aware	of	the	‘product	offering’	in	advance	of	their	visit,	and	without	a	specific	motivation	to	be	
satisfied	or	‘problem’	to	be	solved.	However,	it	does	appear	that	the	broader	need	of	‘discovering	
something	new’	may	explain	the	lack	of	specificity:	the	most	significant	motivator	for	respondents	
visiting	at	(87%)	was	discovering	things	they	do	not	know.	This	implies	that	these	‘engaged’	visitors	
do	not	necessarily	know,	or	need	to	know,	exactly	what	the	museum	or	art	gallery	contains.	Rather,	
they	perceive	that	there	will	be	‘things	to	discover’,	perhaps	due	to	inherent	societal	mores	related	
to	the	concept	of	‘museum’.	Interestingly,	the	social	aspects	of	visiting	were	considered	less	
important	in	this	survey.	Under	50%	felt	that	sharing	their	interests	with	my	friends	and/or	relatives’	
was	more	important.	Spending	‘quality	time’	with	family	or	children	was	slightly	more	important	
motivator	for	visitation	at	just	over	55%.	
Such	insights	into	why	visitors	visit	can	be	used	to	better	formulate	museum	marketing	and	
strategies.	Certainly,	the	data	here	confirms	some	anecdotal	information	about	museum	visitors,	
and	provides	a	picture	of	those	that	responded	to	this	survey.	Overall,	though,	our	survey	provides	
significant	insight	into	current	visitors,	and	into	market	segments	that	might	not	be	engaged	by	the	
current	marketing	strategies.	
Firstly,	two	key	points,	and	consequent	questions	are	apparent:	
• The	traditional	role	of	conserving	and	preserving	cultural	and	natural	artifacts	is	still	
important:	
o How	can	museums	and	art	galleries	retain,	and	satisfy,	their	core	culturally-engaged	
visitor	while	seeking	to	attract	non-visiting	market	segments?	
• The	traditional	role	of	education	and	learning	is	still	important:	
o How	can	museums	and	art	galleries	broaden	the	scope	of	their	education	offering	
within	budget	constraints,	and	without	devaluing	the	point	above?	
In	addition,	there	are	also	a	number	of	points	that	can	be	made	regarding	both	the	design	of	
marketing	messages	and	the	product	offering	on	the	basis	of	our	study’s	results.	Given	this	data	is	
drawn	from	a	specific	regional	museum	these	points	are	not	necessarily	generalisable.	Nonetheless,	
there	is	a	case	to	be	made	that	the	sample	is	not	unrepresentative	of	the	wider	population,	and	
therefore	the	points	could	have	utility	in	other	situations.	
• The	notion	of	‘discovery’	needs	to	figure	largely	in	philosophy	of	the	museum:	
o Certainly	this	idea	is	not	unknown	in	the	museum	sector,	with	some	even	using	the	
word	‘discover’	in	their	tagline.	The	point	here	is	that	we	consider	that	there	the	
notion	of	discovery	should	be	weaved	in	to	the	narrative	of	the	museum’s	
communication	with	all	its	stakeholders,	stressing	that	each	visit	will	bring	
something	‘new’.	The	obvious	place	for	such	messages	is	in	marketing	collateral,	but	
it	can	also	find	its	way	into	the	way	exhibitions	are	conceived	and	planned.	
• Emphasis	should	be	placed	on	the	museum	as	providing	a	‘pleasant	environment’	and	
demonstrably	contributing	to	an	individual’s	well	being:	
o Drawing	on	ideas	of	the	servicescape	from	services	marketing,	explored	in	the	
Australian	museum	context	by	Alcaraz,	Hume	and	Mort	(2009),	the	museum	and	art	
gallery	should	be	promoted	as	a	place	where	time	can	be	spent	in	an	environment	
that	fosters	thought,	contemplation,	study,	and	simply	a	nice	place	to	be:	all	
contributing	to	the	notion	of	‘well	being’.	Again,	this	can	be	a	story	woven	into	the	
narrative	of	the	museum,	supported	by	quiet	areas	where	visitors	can	sit	and	read,	
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for	example.	The	café	is	also	important,	in	that	it	has	the	potential	to	further	
enhance	the	overall	‘feel’	of	the	environment.	
• The	social	value	of	a	visit	–	‘quality	time’	with	family—should	not	be	forgotten:	
o While	it	is	difficult	to	communicate	multiple	message	to	potential	visitors,	the	social	
value	of	visiting	a	museum	can	be	reinforced	with	the	use	of	appropriate	images	in	
museum	publications,	for	example.	In	addition,	the	point	above	links	closely	to	social	
value,	with	the	overall	environment	needing	to	be	conducive	to	‘quality	time’.	
Though	most	obviously	linked	to	learning,	particularly	for	young	parents,	the	idea	of	
the	museum	and	art	gallery	as	a	simply	a	great	place	to	be	in	is	important	here,	as	is	
its	role	in	community	well	being.	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
		QVMAG’s	museum	site	(Image	courtesy	of	QVMAG)	
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CONCLUSIONS	
It	is	our	hope	that	with	a	better	understanding	of	what	motivates	museum	visitation,	along	with	
visitor	needs,	values	and	expectations,	museums	and	art	galleries	can	better	position	themselves	to	
meet	the	challenges	that	they	now	face.	They	will	be	better	able	to	design	appropriate	exhibition	
programmes,	increase	visitor	satisfaction,	and	create	marketing	messages	that	more	effectively	
communicate	the	range	of	their	offering.		
Clearly,	museums	are	well	aware	that	their	visitors	are	not	homogenous,	and	have	consequently	
been	customising	their	marketing	strategies	with	a	view	to	offering	a	value	museum	experience	to	
each	of	their	different	market	segments	(Lehman,	2009).	However,	much	of	the	research	has	looked	
at	the	visit	itself,	concentrating	on	consumer	feelings	towards	various	aspects	of	the	museum	
‘product’;	we	have	sought	to	rectify	this	shortcoming.	
While	our	survey	concentrated	on	one	aspect	of	cultural	consumer	behaviour,	our	findings	do	bode	
well	for	the	future	of	the	sector.	It	is	clear	that	the	respondents	to	this	survey	valued	museums	and	
art	galleries	as	providers	of	cultural	and	educational	experiences.	If	anything,	though,	the	sector	in	
this	regional	context	at	least,	is	understating	some	aspects	of	the	overall	experience	provided.	In	
major	cities	the	idea	that	there	is	‘value’	in	the	very	existence	of	cultural	attractions	is	perhaps	
better	recognised.	On	the	smaller	scale	of	regional	museums	such	as	QVMAG,	limited	budgets	mean	
only	a	percentage	of	the	potential	benefits	consumers	might	derive	from	a	visit	can	be	
communicated.	
We	have	not	sought	to	provide	a	plan	of	action	based	on	our	findings,	rather	we	suggest	points	for	
discussion	and	consideration.	In	some	ways	this	is	a	necessary	first	step	in	a	better	understanding	of	
what	motivates	museum	visitation,	and	more	broadly,	a	better	understanding	of	the	true	value	of	
cultural	institutions	to	regional	and	local	communities.	
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